This paper examines the issue of relationship marketing (RM) in SSCI. Using citation analysis from the Web of Science, the study shows that 170 articles related to RM were published in the leading peer-review academic journals between 1999 and 2005. Our findings support Grönroos' (1999) view that RM research has a competitive advantage in the new era. Our citation analysis finds evidence that published RM-related papers increased in 2005 as compared to 1999, and most articles were published in influential social science journals, with a higher impact factor. We also provide several implications in the discussion section.
INTRODUCTION
Relationship marketing (RM) is meriting an increasing amount of attention in marketing research, and has already become a key enterprise marketing activity in recent decades (see Grönroos, 1994; . Since Leonard Berry first pointed out RM in 1983 (Berry, 1983) , there has been a steady increase in RM-related articles (e.g., Ford, 1980; Grönroos, 1990 Grönroos, , 1991 Kolter, 1992; Morgan & Hunt, 1999; Garbarino & Johnson, 1999) published in important and high-ranking journals (e.g., Journal of Marketing, European Journal of Marketing, Industrial Marketing Management, Journal of Business Research, and so on).
In particular, some RM literature is leading academic marketing thought towards a new paradigm Sheth, 2000) . Kuhn (1962) defined and proposed the concept of a "paradigm shift" (p. 10). In marketing, a paradigm shift involves movement from one of the traditional perspectives of marketing -transaction (TM), to relationship marketing (RM). This also involves a marketing mix which transfers from the 4Ps model to the 6Rs model (Christopher, Payne, & Ballantyne, 1991) , or the 30Rs model in terms of relationships (Gummesson, 1999) . Further, it seems reasonable to determine why RM has taken up a place of prominence in mainstream marketing, and what influence RM could have in both marketing theory and practice.
After years of research, RM-related articles clearly broaden the domain in ways not restricted to the marketing area, but also in interpreting phenomenon in other areas (e.g., international business, networking, inter-organizational aspects, etc.). However, a major question remains: what do we know about RM that is "most important" or "most influential" to help us determine the future of relationship marketing (see Sheth, 2002) ? Cummings and Frost (1985) suggested changes in a different component of the knowledge exchange process, and the need for more cross-disciplinary symposia at professional meetings. Hence, this seems an appropriate time to integrate the dispersion of all varieties of RM articles, in order to review its present state and discover future directions and research paths.
Our aim in this paper is to analyze the articles published in leading academic journals. Unlike the approach of other studies, we conduct a citation analysis, whereby we review articles published in journals cited by JCR-SSCI (the Journal Citation Report on the Social Sciences Citation Index). The JCR-SSCI coverage extends to over 1,700 of the world's leading scholarly social sciences journals, varying across more than 50 disciplines 1 . Although citation analysis has become much more popular in assessing the influence of individual authors, articles, books, and journals (e.g., Wilgus, Adcock, & Takashima, 2005; Costanza et. al., 2004; Hoaas & Madigan, 1999) , Blackburn (1990) pointed out that citation analysis has a rich trove in the natural and physical sciences, but one less rich in the social sciences. This lack led us to adopt this method in this study to shed light on the relevant contributions.
We are particularly interested in the topic of RM related articles that have had the most influence on marketing research, through an examination of citations and their contents. The primary intention of the review is to provide knowledge regarding the general issues or topics that have been studied; the authors who have made contributions to the body of knowledge, and the journals that have published important work in this area, as well as to suggest some important areas for future research.
LITERATURE REVIEW

The definition of relationship marketing
The main purpose of this study is not to discuss the definition of relationship marketing. However, as different authors have offered various views about what should and should not be at the core of what constitutes "relationship marketing" (Harker, 1999) , we feel an overview of the differences may be pertinent. Berry (1983) first proposed the concept of relationship marketing in the service context, and defined it as "attracting, maintaining, and enhancing customer relationships" (p. 25). However, the RM literature reveals a great many more definitions of RM. Harker (1999) conducted a content analysis that produced 26 definitions from the RM literature, and classified seven fundamental "concept categories": (1) birth; (2) development; (3) maintenance; (4) temporality; (5) interaction; (6) outputs; (7) emotional content. He indicated, for example, that Berry emphasizes the "beginnings" of marketing relationships, focusing on the importance of RM's "customer keeping" orientation (Christopher et al., 1991) .
Moreover, Grönroos (1991) defined the term of relationship marketing as "establishing relationships with customers and other parties at a profit, by mutual exchange and fulfillment of promises". Gummesson (1994a) stated that RM emphasizes a long-term interactive relationship between the provider and the customer, as well as longterm profitability. Morgan and Hunt (1994) studied internal marketing and proposed the following: "Relationship marketing refers to all marketing activities directed toward establishing, developing, and maintaining successful relational exchanges" (p. 22). Buttle (1996) proposed that RM is concerned with the development and maintenance of mutually beneficial relationships with strategically significant markets. However, according Harker, the "best" in terms of the underlying conceptualizations of relationship marketing is Grönroos (1994) , if the validity of the research methodology is accepted.
Relationship marketing is to identify and establish, maintain and enhance and when Thus, the process development of RM is debated over a range of topics, from its definition and paradigm shift to its classification. This combination provides us with more information to help us understand a review of RM. The following section will use citation analysis as evidence regarding the prospects for RM.
METHODOLOGY
We begin with the selection of academic journals that deal with the topic of RM in our literature survey. We considered three key factors in selecting the source journals. Firstly, we wanted to include only that top tier of high quality journals that make up SSCI. Secondly, we wanted to include discipline journals from management, marketing and business research that have made contributions to our understanding. Finally, the survey focused primarily on academic journals published in the last six years.
We used the key words "Relationship Marketing" while searching for the topic, and relied on the SSCI database for our literature search. We studied the articles published in these journals over the 1999-2005 periods. In Table 1 , a total of 170 articles are identified, all of which were published in the 59 top academic journals that met the criteria for inclusion (see Appendix). Table 1 displays the number of articles and journals containing information pertaining to developments in relationship marketing as they were classified throughout the six years. The 18 journals selected from the leading academic journals listed in the SSCI (for instance, the Journal of Marketing(JM), the Industrial Marketing Management(IMM), and the Journal of Business Research(JBR)), as well as one Finnishbased journal (Ekonomiska Samfundets Tidskrift) (Table 1 ) all contained at least two articles related to RM, and most articles studied were in the field of management or business. These journals are mostly published in North America and represent primary outlets for high quality research. JM. This indicates an increasing interest in RM issues in the marketing context among scholars and journal editors. This also suggests that the trend is likely to continue, and that more high-quality research related to relationship marketing will appear in leading marketing journals in the future.
RESULTS
Numbers of Articles and Journals
Second, among RM articles published in various outlets, 28 articles appeared in the IMM. The origin of the concept of relationship marketing emerged from the field of industrial marketing (Grönroos, 1994) . However, Table 1 also shows that the number of articles with RM as a topic increased in 2005 compared with previous years, and have constituted popular outlets for this research, as well as those of journals have high impact effected on this issue.
The impact factor 2 of journals is a measure of the frequency with which the "average article" in a journal has been cited in a particular year. The impact factor will help us evaluate a journal's relative importance, especially when it is compared to other articles in the same field. Overall, the highest score in terms of impact factor is the JM, with a score of 3.1 in 2004.
Most Cited Articles Related to RM in SSCI
One of articles most cited by scholars is that of Garbarino and Johnson (1999) , which has been cited 112 times. The second highest one, Reinartz & Kumar (2000) , has been cited 51 times. Both articles were published in the JM. However, Table 2 shows only articles cited at least two times. We, however, accumulated the most cited articles on related RM research from Table 2 and Table 3 . It shows there are 8 articles published in the JM (e.g., Garbarino & Johnson, 1999; Reinartz & Kumar, 2000; Gruen, Summers, & Acito, 2000; De Wulf et al., 2001; Verhoef, 2003; Homburg et al., 2002; Jayachandran et al., 2005; Arnett et al., 2003) that are listed in the 59 most cited articles, and that the total number of times that these 8 articles are cited totals 231. The IMM, however, also has 8 articles appearing in the 59 most cited articles, but they only received a combined total of 50 citations. Two points arise from this finding: first, the JM has the greatest influence and impact factor in terms of marketing journals. Researchers like to cite the articles published in the top journal; for example, scholars primarily cite business subject categories in: Academy of Management Review (AMR), Academy of Management Journal (AMJ), Administrative Science Quarterly (ASQ), Journal of Consumer Research (JCR), JM.
Second, most articles with higher rates of citation increased in this period. The articles published more recently have far fewer citations. This indicates that an article with a powerful influence requires time to reach the goal of being cited . However, this analysis does not include other articles collected in other databases (e.g., ABI/INFORM or EBSCO). After 1999, many RM articles were published in other journals, however, to the IMM, JBR, and other journals of relevant areas.
Citations analyses have termed the total number of citations as the "most important" or "most influential". This measure reflects the journal's impact on future research without regard to the amount published, in terms of number of articles and/or length of the articles. However, citation analysis is an imperfect tool, but one which can still prove useful, with some caveats, for arriving at reasonable conclusions of different levels of validity and acceptability (Arunachalam, 1998) . The value of citation analysis has primarily been as a method for better understanding the development of scientific communication both within and across disciplines. Determining the most important articles and journals has increased cross-disciplinary research in relationship marketing.
The rankings determined in this study are based on a six-year analysis of citations from 170 articles, from 59 journals, previously perceived to be of high importance to RM research and most often cited in relationship marketing by scholars according to Garbarino and Johnson (1999) . The number of different journals is representative of the breadth of the RM field and the diversity of the journals used in RM research. Based on the results of this citation analysis, IMM has published 28 articles from 1999 to 2005, compared to only 10 articles printed in the JM, with prime importance to research in the RM field. Review of RM research history has clearly confirmed that RM should expect fruitful prospects in the future.
LIMITATIONS
There are a couple of limitations of the methodology taken in this study, for example, ranking journals by their relative importance to RM research. The first is using the term "Relationship Marketing" as the topic of research. Only 170 articles were included in this study. However, changing the topic (TS=Relationship marketing) to the title (TI=Relationship marketing) in the same database finds only 45 articles. Second, the limitation of the database was only covering the time-span from 1999 to 2005. Third, the database is limited to SSCI, not including Science Citation Index Expanded (SCI-EXPANDED). SCI collected many articles with no management areas.
